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ACTING ASSISTANT SECRETARY FOR TOURISM 



PROGRAM GOALS 

• More people, staying longer, 
spending more money 
 

• Strategic marketing 
investments 
 

• Leveraging resources  
through partnerships 



MEASURING SUCCESS 

Visitor research (demographics, activities, attitudes) 
 

Economic impact 
 

ROI/attitude and awareness 
 

Web analytics 
 

Social engagement 
 

Partner investment 
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+100% 

DIRECT VISITOR SPENDING IN NORTH CAROLINA 



$19.4 Billion in Visitor Spending 

Nearly 200,000 Jobs 

$970 Million in State Tax Revenues 

$579 Million in Local Tax Revenues 

Visitors contribute $4.2 Million Per Day in State and  

 Local Tax Revenues 

NC Households save $423 in taxes due to visitor spending 

2012 RECORD YEAR FOR NC TOURISM 



0% 50% 100% 150%

Travel

Construction

Manufacturing

Finance and Insurance

Real Estate and Rental and Leasing

101% 

76% 

86% 

95% 

92% 

104% 

66% 

83% 

97% 

91% 

NC

US

EMPLOYMENT RECOVERY FROM 2007 

ANNUAL EMPLOYMENT CHANGE BY INDUSTRY 



PROMOTING TRAVEL IN NC: PARTNERSHIPS 



STATE OF ORIGIN OF NC OVERNIGHT VISITORS 

NC, 37% 

VA, 9% 

GA, 7% 

SC, 6% 

FL, 6% 

TN, 4% 

PA, 4% 

NY, 4% Other, 23% 



AVERAGE TOTAL TRIP SPENDING BY 

OVERNIGHT VISITOR PARTIES 
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PARTNER MARKETING DOLLAR ALLOCATION 

100% in NC, 
33% 

75% in NC, 
29% 

50% in NC, 
20% 

<25% in NC, 
8% 

25% in NC, 
10% 



ACTIVITIES OF NC OVERNIGHT VISITORS 

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Camping

Biking

Zoos

Golf

Wine tasting/ Winery tour

Nature travel/ Ecotouring

Casino/ Gaming

Special events/Festival (e.g., Mardi Gras, hot air balloon races)

Art Galleries

Gardens

Old homes/ Mansions

Fishing (fresh or saltwater)

Nightclubs/ Dancing

Hiking/ Backpacking

Museums

Wildlife viewing

Urban sightseeing

State/ National park

Historic sites/ Churches

Fine dining

Rural sightseeing

Visiting friends

Beach

Shopping

Visiting relatives/Family Reunion

2.2% 

2.3% 

2.6% 

2.7% 

2.8% 

3.0% 

3.3% 

3.3% 

3.4% 

3.8% 

3.9% 

3.9% 

4.3% 

4.4% 

6.0% 
6.1% 

7.5% 

8.3% 
8.7% 

13.2% 

13.8% 
17.2% 

17.7% 

20.5% 

34.9% 



RESEARCH 

• Fast Facts 

• Economic Impact 

• Visitation 

• Lodging 

• International 

• Tax Data 

• County Level Statistics 

 

 

 



WHO WE ARE TALKING TO 

 Mom, Wife, Daughter, Sister, Friend, Co-worker 

 

• Females 35-54 

• HHI $75K+ 

• Wears many hats and  

frames her life in 

context of loved ones  

and friends 

 

 

 



BRAND ADVERTISING 



VISITNC.COM 



VISITNC.COM 



THE MASS(IVE) MEDIA 

<1990 1990s 

Events 
Direct Fax 
Direct Mail 
Telephone 

1999 2000s 2012 

TV 
Radio 
Print 
Display 

IM 
Email 
Events 
Direct Fax 
Direct Mail 
Telephone 

TV 
Radio 
Print 
Display 
Cable TV 
Website 
Search 
Online Display 

IM 
Email 
Events  
Direct Fax 
Direct Mail 
Telephone 

TV 
Radio 
Print 
Display 
Website 
Search 
Online Display 
Paid Search 
Landing Pages 
Microsites 
Online Video 
Webinars 
Affiliate Marketing 
 

Mobile Email 
SMS 
IM 
Email 
Events 
Direct Fax 
Direct Mail 
Telephone 

TV 
Radio 
Print 
Display 
Website 
Search 
Online Display 
Paid Search 
Landing Pages 
Microsites 
Online Video 
Webinars 
Blogs 
RSS 
Podcasts 
Wikis 
Social Networks 
Mobile Web 

Apps/Push Notifications 
Group Texting 
Social DM 
Voice Marketing 
Mobile Email 
SMS + MMS 
IM  
Events 
Email 
Direct Fax 
Direct Mail 
Telephone 

TV 
Radio 
Print 
Display 
Website 
Search 
Online Display 
Paid Search 
Landing Pages 
Microsites 
Online Video 
Affiliate Marketing 
Webinars 
Blogs/ RSS 
Podcasts 
Contextual  
Wikis 
Social Networks 
Mobile Web 
Behavioral  
Social Media & Ads 
Virtual Worlds 
Widgets 
Twitter 
Mobile Apps 
Geolocation 
Pinterest 



DIGITAL ADVERTISING 



PARTNERSHIPS LEVERAGE RESOURCES 



LEVERAGING RESOURCES  

THROUGH PARTNERSHIPS 

Media Spending 
Division Media Budget: $3,380,000 
 

Partner investment: $2,100,000 
 

Final Budget: $5,480,000 
 
In Kind Media Partners 
Division: $280,000 
Media Partners: $3,391,000 
 
Total Value: 
$9,126,000 
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VISITNC.COM 



VISITNC.COM 



SOCIAL MEDIA  

 



SOCIAL MEDIA 



PROJECT 543 



CIVIL WAR 



FALL SEASON COLLABORATION 



FALL FOLIAGE AND FISHING REPORTS 



2014 TRAVEL GUIDE 



+49.5% 

In the 2013-14 budget year, which started July 

1, lawmakers approved a $9 million increase 

for the state’s tourism agency, for the second 

consecutive year one of the largest increases 

given any state agency. 

INCREASING COMPETITION 



MARKETING CYCLE 


